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The year in review
Financial Highlights

(dollars in millions)

Years ended Sept. 30

Percent change from preceding year

FY2014 FY2013 FY2012
Total revenue $ 67,830 $ 67,318 $ 65,223 0.8% 3.2% (0.7%)
Total operating expenses” $ 73178 $ 72,128 $ 80,964 1.5% (10.9%) 14.6%
Interest, net $ (160 $ (167 $ (169
Net loss $ (5,508 $ (4,977) $(15,906)
Purchases of capital property and equipment $ 781 $ 667 $ 705 17.1% (5.4%) (40.8%)
Debt $ 15,000 $ 15,000 $ 15,000
Capital contributions of U.S. Government $ 3132 $ 3132 $ 3132
Deficit since 1971 reorganization $ (48,463) $ (42,955) $(37,978)
Total net deficiency $ (45,331) $(39,823) $ (34,846)
Number of career employees 488,300 491,017 528,458 (0.6%) (7.1%) (5.2%)
Mall volume (pieces in millions) 155,375 158,222 159,835 (1.8%) (0.9%) (5.0%)
New delivery points served 971,543 773,882 654,560

*Due to the passage of PL. 112-33 which changed the due date of the scheduled Postal Service Retiree Health Benefits Fund (PSRHBF) prefunding payment of $5.5 billion originally due by
September 30, 2011 into 2012, PSRHBF expenses were zero in 2011. As a result, total PSRHBF expenses in 2012, including the previously scheduled prefunding payment of $5.6 billion due by

September 30, 2012, were $11.1 billion. PSRHBF prefunding expense was $5.6 billion and $5.7 billion in 2013 and 2014, respectively.
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Our Business Is Delivering.

Delivering Customer Service Delivering in a Changing Marketplace
Our mission is deeply ingrained in the values The Postal Service is working with Congress

of our organization and our employees. By to establish a business model that enables the
providing valuable services and great customer organization to operate profitably, repay existing
experiences, the Postal Service occupies a debts, invest in needed network improvements

central public service role in our dally lives and in and best adapt to a changing marketplace.
communities throughout the country.

Delivering Changes and Improvements
With new products and services, notable pilot
projects, digital offerings, beneficial network
changes and corporate policies intended to
drive growth; the Postal Service is changing and
improving to better serve the American public.
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Delivering a New Day.

Letter from Chairman Barnett and the Postmaster General

The theme of this year's annual report —
Delivering a New Day — reflects a renewed
commitment on the part of the United States
Postal Service (USPS) to view every day as a
new opportunity to deliver great service to our
customers. This is fitting, because throughout
2014, we delivered more than 155 billion
packages and pieces of mail to almost 1564
million delivery points and did so reliably and
affordably. In doing so, we eamed the trust of the
American public by maintaining the privacy and
security of the items we delivered.

This commitment also epitomizes our momentum
and progress as an organization and reflects the
myriad ways we are changing and evolving to
better serve our customers. Indeed, if you look
across the spectrum of ways that we operate
and serve our customers throughout the country,
our story is one of continuous adaptation and
improvement. The needs of our customers are
changing rapidly, and we know we must adapt
quickly to maintain our relevance to the American
consumer and strengthen our business. To

that end, we've made extraordinary changes
over the last few years to our mail processing,
transportation, delivery and retail operations, and
we're becoming a much more technological and
data-centric organization. We're also moving
rapidly toward a lean operational footprint that will
significantly improve productivity.

So where is our business in Fiscal Year (FY)
20147 Despite challenging marketplace
conditions, an inflexible business model imposed

by federal law and financial issues caused by
legislative constraints, the Postal Service is
moving forward with a lot of momentum. In many
core aspects of our business — from operational
performance to developing and marketing

new products and services — we are making
progress, resulting in a strong foundation for the
future of the organization.

U.S. Postal Service operating revenue increased
$569 million in FY2014 over FY2013. If the
effect of the $1.3 billion one-time adjustment

to deferred revenue-prepaid postage in

FY2013 is excluded, operating revenue would
have increased by $1.9 billion. This revenue
growth resulted from the January 2014 price
increase and strong growth in our Shipping and
Packaging business. Offsetting this positive
news, however, were legislative burdens and
constraints that contributed to a $5.5 billion net
loss in 2014, This eighth consecutive annual net
loss underscores the need for comprehensive
legislation to repair our broken business model.

In the past three years, we have consolidated
143 mall processing facilities and eliminated
approximately 3,800 delivery routes and modified
retail hours to two, four or six hours in over 9,700
offices to better align with customer demand. We
also responsibly reduced the size of our career
workforce by approximately 3,000 employees
during the year through a responsible and
measured process of attrition. It is planned that
further consolidation will impact an additional 82
mail processing operations in 2015,

Delivering a New Day.



Meanwhile, innovation continues to drive growth.
In 2014, the Postal Service leveraged data and
technology to develop and provide enhanced
offerings and improve efficiencies. Dynamic
routing, an operational test of early morning-hour
deliveries and same-day delivery via MetroPost
are just a few of the service innovations enabled
by better use of data and technology. Moreover,
with advancements in quick response (QR)
codes and Personalized Uniform Resource
Locators (PURLS), we saw many examples

in 2014 of marketers giving mail a fresh look.
Brands are marrying malil data with digital data
to better target offerings and increase customer
demand. Mail is being used in tremendous

new ways, and it is no exaggeration to say that
enhanced analytics will fundamentally expand the
range of services we offer to our customers.

The Postal Service also capitalized on the growth
of its package business in 2014 by partnering
with major U.S. retailers to deliver packages in
selected cities on Sundays. Sunday delivery
serves the needs of valued customers in today's
busy online world while at the same time,
generates new revenue for the Postal Service.
Today, we are delivering to over 650 cities and
3,892 five-digit ZIP Codes.

And while delivery remains our core function,
service remains at the core of our mission.
Our on-time delivery scores across most of
our product lines are competitive, which is

a testament to an exceptionally dedicated
workforce. Moreover, the 2013 holiday season
was a tremendous success for the Postal
Service, which performed exceptionally well in
delivering the nation’s holiday packages — even
with significant volume increases. The Postal
Service also delivered 75,000 packages on
Christmas Day, proving that our organization is

United States Postal Service — 2014 Annual Report to Congress.

extremely dedicated when it comes to delivering
gifts on time. This year, we expect even higher
volumes, and we regard the holiday season as
‘our season,” when we deliver on the promise of
reliable and affordable service as well as a great
experience while doing business with us.

Also in 2014, the Postal Service continued

to grow its business by expanding consumer
access for postage and postal products like
Priority Mail. To that end, we announced in
October 2013 a partnership with Staples,

one of the country’s largest retailers of office
supplies. During the pilot, 82 Staples stores
nationwide sold a variety of products and
services, including stamps, Priority Mail, Priority
Mail Express and package handling. In August
2014, those 82 stores transitioned to the
Postal Service's Approved Shipper program.
Additionally, the Postal Service opened more
than 400 Village Post Offices in 2014. Located
inside convenience stores, markets and other
neighborhood businesses, Village Post Offices
offer the most popular postal products and
services, including PO Boxes, Forever stamps
and prepaid shipping envelopes. Often, the
hours are longer than regular Post Offices,
making Village Post Offices a convenient option
for customers.

To further promote growth and improve
processing efficiency, the Postal Service re-
focused its efforts in 2014 on the 24-hour clock,
which is designed to improve time management
to keep the mail moving and give our customers
the service they depend on. Introduced in 2006,
the 24-hour clock recognizes that all of our
processes are linked — and that if we perform
the first chronological task well, it follows that we
will perform well on the next and the next and the
next, for the full 24-hour cycle.



The Postal Service also made it easier in 2014
for small businesses to attract new customers
by launching a new online tool for its Every Door
Direct Mail service, which helps small businesses
find demographic data for specific delivery
routes, review and inspect the size of mailings

to be sure they meet standards and view larger
ZIP Code area maps. The new tools support the
Postal Service’s goal to create simple and easy-
to-use mailing and shipping products that allow
our customers to focus their attention on building
up their businesses.

As evidenced in the pages of this annual report,
the Postal Service's operational achievements

in 2014 are impressive and argue well for a
strong future, but they cannot overcome the
impacts of a broken business model. The Postal
Service recorded a net loss of $5.5 billion in
2014, and we continue to face serious financial
challenges. Moreover, there is an overwhelming
liability burden. These liabilities include retiree

Mﬁdg b7} rfm

Mickey D. Barmnett
Chairman, Board of Governors

health benefits and worker's compensation as
well as $15 billion owed to the U.S. Treasury.

As of September 30, 2014, the Postal Service
had $68.3 in liabilities. These liabilities exceed
assets by $45.3 billion, which further emphasizes
the need for comprehensive legislation to avoid
becoming a potential burden to the American
taxpayer.

As we look back on our strong performance in
2014, we would like to thank the employees

of the U.S. Postal Service for their continued
commitment and dedication to serving the
American people. The process of delivering
billions of pieces of mail to reach the hands

of intended recipients across the country and
around the world is nothing short of extraordinary
— and it's the people of the Postal Service who
make it happen. By continuing to prove ourselves
each and every day and by working together,

we will continue to deliver value for the American
people for many decades to come.

(L7
v
Patrick R. Donahoe

Postmaster General and
Chief Executive Officer

Delivering a New Day.
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Committed to Public Service.

As the eyes and ears of the neighborhoods they
serve, Postal Service employees go the extra mile
for customers and communities every day and are
highly committed to their role as public servants.

The dedication of our employees could be seen
throughout 2014 in acts of heroism, such as those
displayed by Wheeling, WYV, Letter Carrier John
Smith. Smith was delivering mail when he saw the
driver of a car hit a patch of ice and swerve into

a frigid creek. Without hesitation, Smith drove to
the scene, disregarded the freezing temperature
and waded into the water to check on the driver
— an 18-year-old woman who appeared dazed
and injured from the impact of the air bag and seat
restraint. After pulling the young driver through

the passenger-side door, Smith then carried her
through waist-high water to safety.

The spirit of the Postal Service also was
exemplified in Allentown, PA, when Letter Carrier
Cynthia Rodriguez, who smelled gas while
delivering malil to a customer, stopped to alert the
residents. The gas company confirmed the gas
leak and fixed it right away. Thanks to the prompt
and courteous actions of Rodriguez, the residents
of that commmunity were spared from a potential
tragedy.

At the Central Park Post Office in Buffalo, NY,
Letter Carrier David Napora embodied the spirit
of holiday giving by gathering and delivering gifts
to approximately 50 children in need. A supporter
of the local Family Help Center for more than 15
years, Napora — joined by 20 of his colleagues
— went above and beyond to put smiles on the
faces of children and to make a difference in the
neighborhoods he and his colleagues serve.

These are but a few of the heroic acts that

took place during FY2014. From employees

who helped evacuate people from a burning
building, to an employee who shoveled an elderly
customer’s driveway during a severe snow

storm that paralyzed the region, Postal Service
employees demonstrate every day that America’s
letter carriers deliver much more than simply the
mail; they are public servants and trusted friends
of the community.

-

Buffalo, NY, Letter

g \
Carrier David quora

Committed to Public Service.
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Connecting Senders and
Receivers.

The Postal Service delivers 513 million mailpieces
and picks up 700,000 packages on a typical
day. Our commitment to continuing that service
won't change — even while we are changing in
some important and fundamental ways.

We're aggressively and effectively responding to
the tremendous external changes we've seen in
technology use and marketplace mailing trends,
and we're taking the necessary steps to get back
on a sound financial footing. While we still have
to resolve major issues relating to our business
model and legislative constraints, we are far

from being an organization with insurmountable
challenges. We know that America is counting

on us — and we're going to keep delivering.

In 2014, the Postal Service made significant
progress in the many ways it serves its
customers and performs as a business, which
includes driving product and service innovations
and network efficiencies, becoming more data-
centric and technology-centric and empowering
its workforce and delivery platform. All these
changes will enable the Postal Service to
compete for customers and better serve the
public far into the future.

This is our vision, and the entire organization is
poised to achieve it.
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Strong and Vibrant.

Growing Stronger

Increasingly, Americans are seeing the value in
Postal Service shipping services, and with more
consumers shopping online, the Postal Service
wants to become America’s shipper of choice.
To enhance our package services to customers,
the Postal Service in 2014 strategically launched
and expanded same-day delivery, Sunday
delivery, parcel lockers, delivery customization
and real-time tracking, proving that we have the
people, the network and the logistical expertise
to deliver to every address in the nation.

Building for the Future

The Postal Service is in the process of creating
a lean, highly efficient and technology-centric
operational and logistical footprint that will sustain
the organization and the mailing and shipping
industry for decades to come.

In 2014, the Postal Service expanded Lean Mall
Processing from a pilot site in South New Jersey
to all processing plants. Lean Mail Processing
improves operations by removing wasted time,
movement and process, resulting in reductions in
cycle time and cost while improving service.

Making Same-Day Delivery a Reality

To better serve busy customers, the Postal
Service pilot-tested MetroPost, a same-day
delivery service in San Francisco, CA, during
FY2013. The service is being pilot-tested in the
New York City area.

With MetroPost, consumers can order products
from participating retailers and have them
delivered by the Postal Service later that same
day. If customers buy merchandise by 2 p.m.,
we generally deliver it between 4 and 8 p.m.

The participating retailers offer a range of
products, including flowers, gift baskets and
gourmet treats. The Postal Service will evaluate
results of the test to decide whether and how to
continue the service.

METRO'
POST

UNITED STATES POSTAL SERVICE ®

! Bu_y_'it now.
"' We'll deliver it

today.

e Enyifeg) I it oF endine, (1 warmn day
.‘ Il csbvpry with Matrn Pt from B Uniited
Blates Posinh Gondos

Strong and Vibrant.
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Putting Customers First.

Here to Help

The customer is at the center of all our efforts,
and improvement of the customer experience
continues to be a key goal for the Postal
Service. To better serve our customers, the
Postal Service has opened four Customer Care
Centers throughout the country since the fall of
2012. These centers are located in Troy, MI; Los
Angeles, CA; Edison, NJ; and Wichita, KS.

The centers receive calls to 1-800-ASK-

USPS, our national, customer-care line. Calls
are handled by knowledgeable Postal Service
employees who are trained to answer questions
and offer useful tips and suggestions. On
average, the Customer Care Centers are
handling 209,000 calls daily.

In 2014, the Postal Service also continued
to improve all employee training programs to
emphasize the importance of being friendly,
courteous and helpful.

Delivering When Customers Need it Most
Postal Service employees worked hard during
the 2013 holiday season to make sure millions
of packages, cards and letters reached their
destinations on time. During the period of

Dec. 1-25, the Postal Service processed 19
percent more packages than during the same

period in 2012. We also delivered during extreme

weather events and in the wake of natural
disasters, such as the wildfires that took place in
southern California.

Customer Service Is Job One

Positive customer experiences generate overall
customer satisfaction, which is why serving the
needs of our customers is the focus of all our
efforts. To that end, we listen to our customers
and welcome their feedback on products,
services and programs. As we change how we
interact with customers — both large and small,
and residential and business — our goal is to
continue to provide the best possible customer
experience while creating and reinforcing a
culture of employee responsiveness.

Providing Business Solutions

The Postal Service has the privilege and
responsibility of delivering to every address in
America, making us a valuable resource for
America’s businesses. We help companies

grow by putting useful information about their
products and services directly into the hands of
consumers. Whatever the business mail need,
the Postal Service will work with them to help find
a business mail solution.

PRIORITY
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Change Is Happening.

Maintaining Access

Recognizing how important it is to maintain Post
Office access in America’s communities, the
Postal Service began implementing its POStPlan
in 2012 to keep low-volume Post Offices open
by realigning window hours based on customer
use. With an expected completion date of
January 2015, POStPlan has adjusted the hours
of more than 9,700 Post Offices. So far, these
changes have saved us more than $236 million
in annual costs while maintaining access to
those important communities.

Additionally, we've held nearly 13,000 meetings
with community members to discuss new

hours of operations, as well as alternatives.
Communities also can ask for services to be
transitioned to a nearby Post Office, or they may
use rural carriers or highway contract routes.

Keeping Mail Affordable

The Postal Service is adjusting its size to

align with our customers’ needs to keep malil
affordable. This means making better use of
space, staffing, equipment and transportation.

In 2012, 2013 and 2014, the Postal Service
consolidated 143 mail processing facilities.

This rationalization of our network was highly
successful, and resulted in negligible service
impact, required no employee layoffs and
generated annual cost savings of approximately
$865 million. In 2014, the Postal Service
announced that it would begin Phase 2 of its
network rationalization of mail processing facilities
in early 20158.

Change Is Happening.



After peaking at 213.1 billion in 2006, malil
volumes declined to 155.4 billion in 2014.
Conseqguently, we don't need as many mall
processing facilities as we once did and have
consolidated more than 350 mail processing
facilities since 2006.

We've also consolidated or reduced more than
22,000 city delivery routes since 2007, including
802 in 2014, This reduces compensation and
gasoline costs, as well as wear and tear on
Postal Service vehicles.

Fresh Ideas

In an effort to meet our customers’ changing
needs and build on the success of our package
delivery business, which has grown significantly
over the past four years, the Postal Service
began testing in 2014 the feasibllity of delivering
groceries — including fresh foods — in some
communities. The two-month operational

test began in August in San Francisco with
Amazon. Through the service, customers can

United States Postal Service — 2014 Annual Report to Congress.

order groceries and the Postal Service will

deliver them early the next day, between 3 a.m.
and 7 a.m. In September, the Postal Service
requested permission from the Postal Regulatory
Commission (PRC) to conduct a two-year market
test delivering groceries. If the PRC approves

the proposal, the Postal Service would begin

the deliveries in November 2014 and expand
nationwide, focusing on major metropolitan areas.

Changing, Improving and Growing

In 2014, the Postal Service implemented new
corporate policies, products and services,
notable pilot projects, digital offerings, beneficial
network changes and activities intended to drive
growth. From significant Priority Malil service
enhancements, better data and visibility for
business customers, pilot projects associated
with grocery delivery, Sunday delivery, retail
partnerships and solutions for small businesses,
the Postal Service is continually seeking to better
meet customer needs.
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Quick, Easy and Gonvenient.

Bringing Our Store to Your Door

In 2014, we introduced My USPS.com, an online
tool that allows customers to see the status of
their packages — throughout key points in the
delivery process — in one place. Customers
also can manage these packages by requesting
delivery updates via email or text message,
providing delivery instructions on certain
packages or requesting redeliveries, if needed.

Always Open

An online Post Office at your fingertips, the Postal
Service's retail website — usps.com — is open
for business 24 hours a day, 7 days a week.
One of the most frequently visited government
sites, usps.com enables customers to print

shipping labels, locate Post Offices, look up
ZIP codes, update address information and
purchase stamps, amnong other services. In
2014, we improved usps.com by making it
significantly more streamlined and easier to use.
Thanks to usps.com, doing business with the
Postal Service online has never been easier.

Innovating to Meet Customer Needs

In 2014, the Postal Service began deploying
new mobile delivery devices to its letter and rural
carriers. These devices offer real-time scanning,
making it possible for customers to receive text
messages as soon as mailpieces arrive in their
mailboxes. The Postal Service also is investing
in geo-fencing, which creates a digital address

Quick, Easy and Convenient.



for every delivery point in the nation. These new
technologies enable us to provide great new
services to consumers, and they help us provide
rich data to mailers and shippers — so they can
know exactly when their mailpieces arrive.

Driving Growth

Through highly effective marketing efforts, smart
product development, pricing and promotion, the
Postal Service is driving growth in key parts of

its business. Moreover, the success of products
like Every Door Direct Mail and enhancements

to Priority Mail have been building a strong track
record of developing popular products and
pbringing them to market.

It Takes a Village

In FY2014, the Postal Service opened more
than 400 Village Post Offices (VPOs), located
inside convenience stores, markets and other
neighborhood businesses.

VPQOs offer the most popular Postal Service
products and services, including PO Boxes,
Forever stamps and prepaid shipping envelopes.
Often, the hours are longer than regular Post
Offices, making VPOs a convenient option for
customers.

Forty-seven states now have at least one VPO.
The Postal Service plans to open more in 2015.

Where Our Customers Are, Where Our
Customers Want Us to Be

In 2014, the Postal Service and Staples tested
offering postal products and services inside
Staples stores. As a result, Staples is now

part of the Postal Service’s long-established
Approved Shipper Program. Approved Shipper
locations offer the most commonly requested
shipping and mailing services, including
domestic and international Priority Mail, Priority
Mail Express and First-Class Mail,

(L-R) Haiku Postmaster Tom Cooley, Hanzawa's Variely Store owner Darren Jones, Honolulu District Manager Greg Wolny and Manager of Post Office Operations Felix Bagoyo opened the VPO.
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Doing the Right Thing.

Going Green, Saving Green

The Postal Service is actively integrating
environmental business practices into day-to-day
operations. We understand that our customers
also prioritize sustainability, and we want to do
our part to be a good neighbor and help them
reach their green goals.

We've decreased energy use at our facilities by
33 percent since 2003. We did this through a
combination of energy audits, improvements

to facility infrastructure and by mobilizing more
than 1,300 employee-led Lean Green Teams
throughout the Postal Service.

Since 2008, we've cut our greenhouse gas
emissions by 12 percent, or 1.6 million metric
tons. This reduction is comparable to the Postal
Service using 3 million fewer barrels of oil. We've
also diverted approximately 40 percent of solid
waste to recycling since 2008 and have begun
to implement a program that will increase this
number to nearly 95 percent over the next

five years.

Celebrating America’s History and Culture
A highly visible presence in every community,
the Postal Service connects people to their
country through the release of its Limited Edition
stamps. With stamp subjects including Lunar
New Year, Shirley Chisholm, Medal of Honor,
Farmers Markets, the War of 1812, Celebrity
Chefs and Harvey Milk, the 2014 stamp program
reflected the diversity of our history and culture
and is something that all Americans can be
tremendously proud of.

Caring for Others

Through charitable activities such as the National
Association of Letter Carriers’ food drive and

the Delivering the Gift of Life program, as

well as participation in hundreds of charities
through the Combined Federal Campaign and
regular engagement in local business and civic
organizations, the Postal Service reinforces

the spirit of community that exemplifies its
commitment to public service.

Doing the Right Thing.
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Secure. Simple. Personal.

Working Hard to Protect Privacy

As we do business with our customers —

from the largest mailers to individual households
— the Postal Service takes the safeguarding of
the consumer and employee data entrusted to
us very seriously. Late in FY2014, we leamed
of a cyber-security intrusion into some of our
information systems. Although the investigation
is still ongoing at the time of this report, we

are working closely with the Federal Bureau of
Investigation, Department of Justice, the USPS
Office of Inspector General, the Postal Inspection
Service and the U.S. Computer Emergency
Readiness Team to ensure the security of our
systems and prevent any future incidents. Al
operations of the Postal Service are functioning
normally.

Priority: You

Capitalizing on the strong growth of its shipping
business, the Postal Service launched major
upgrades in FY2014 to its domestic service
Priority Mail, with features including free
insurance, improved USPS Tracking and day-
specific delivery information. The Postal Service
has experienced strong growth in revenue from
its packaging and shipping product line, and
as e-commerce growth continues to increase
the reliance on delivery services for consumers
and businesses, the Postal Service expects

its package and shipping business to achieve
further revenue growth.,

Visir
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A Transparent Mail Process
The Postal Service continues to work hard to

make it possible for customers to “see” their mail

as it moves through our system.

Our goal is to ensure every piece of mail
contains a barcode so we can scan it and
provide enhanced visibility to our customers.
We'll transmit this data online so senders and
receivers alike can track their mailpieces.

To date, the Postal Service has deployed more
than 200,000 wireless Intelligent Mail Devices,
which provide customer tracking data within
15 minutes. We are in the process of replacing
the older devices with our new mobile delivery
device, which will enable customer updates
within 5 minutes.

In addition to adding value to the mail and better
equipping us to compete in the marketplace,
our scanning success also will help us improve
logistics and become more efficient.

Targeting Customers

It's never been easier to use Every Door Direct
Mail service, which allows companies to choose
the customers who will receive mail about their
products and services. Easy, targeted, flexible,
measurable, affordable, personal and effective,
Every Door Direct Mail has become one of our
most popular products since it was launched in
2011, as retailers and merchants use it to put
coupons, menus and promotional calendars in
the hands of potential customers.

In FY2014, the Postal Service launched new
features to the Every Door Direct Mail online tool,
including new customer demographic data, a
quick-check tool to inspect size dimensions for
the mail and a larger online map. Currently, more
than 300,000 small businesses are using Every
Door Direct Mail service.
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Y COULD IT DELIVER A NEW CUSTOMER? %

It can if yvou know where to lock. Every Door Direct Mall-Retail®
service from USPS® is an efficient and affordable way to reach the
potential customers who matter most. For as low as 17.5% per piece.
Our free online mapping tool helps you select mailing routes plus lets
you narrow the selection by household age range, income, and average
household size’ It even displays the total postage cost per route, so
you can be sure your marketing dollars work harder. That adds up.

To learn more and get your
FREE EVERY DOOR DIRECT MAIL-RETAIL" ADVERTISING KIT,!
fill out the reply card or go to usps.com/everydoor.

Try our FREE
enline mapping tool.

UNITED STATES
B rostaL service «

upplies last

Secure. Simple. Personal.
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What’s Needed.

An engine of business activity and growth,

the Postal Service — which receives no tax
dollars for operating expenses and relies on

the sale of postage, products and services to
fund its operations — plays a vital role within

the American economy and requires a more
flexible business model to become financially
stable and meet its universal service obligations
to the American people. The Postal Service is
urging Congress to pass comprehensive postal
legislation. Among the provisions we seek are
those needed to ensure that the Postal Service is
self-sustaining and financially strong as well as a
reliable, low-cost partner to the American people
and the communities it serves. These provisions
include:

Require within the Federal Employees Health
Benefit Program a set of specific health care plans
that would fully integrate with Medicare and virtually
eliminate the retiree health benefits unfunded
liability.

Adjust the FERS payment amount using Postal
Service-specific demographic and salary growth
assumptions and refund any existing surplus.

Adjust delivery frequency (six-day packages/five-
day mail).

Streamline governance model and eliminate
duplicative oversight.
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Provide authority to expand products and services.

Require defined contribution retirement system for
future Postal Service employees.

Require arbitrators to consider the financial
condition of the Postal Service.

Reform Workers” Compensation.

Allow the Postal Service the right to appeal EEOC
class action decisions to Federal Court.

The Postal Service continues to do its part
within the bounds of existing law to place the
organization in a favorable financial position,
and we are proud of the achievements we have

made to reduce costs while significantly growing
our package business. Despite these efforts,
however, we cannot retun the Postal Service

to profitability, nor can we secure our long-

term financial outlook without the passage of
comprehensive reform legislation.

The bottom line is that the Postal Service is
ready to make the necessary changes to keep
delivering for America. We just require the
freedom to make it happen.
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Changing and Improving.

The Postal Service is continually enhancing its
products and services to better meet customer
needs and make it easier to do business with us.

In 2014, the Postal Service began piloting Mobile
Point of Sales (MPOS), which is designed to
reduce wait-time-in-line in Post Offices and
improve the customer’s overall retail experience for
routine transactions. Using a modified iPod hand-
held device and a printer, this new technology
enables lobby assistants to scan and accept
pre-paid packages, scan package pickups as
delivered or sell stamps, ReadyPost and other
retail products. Retail associates also can use
mPOS to sell Priority Mail flat-rate postage. With
mPOS, lobby assistants can greet and assist
many customers with simple transactions, allowing
them to “swipe and go.”

Also in 2014, the Postal Service launched new
Priority Mail service offerings with improved
tracking, text alerts and expanded Sunday
delivery. Each of these enhancements
complements our existing free insurance, free
tracking and date-specified delivery that were
introduced last year.

Additionally, in light of today’s changing mail mix
— declining letter mail and increasing package
volume — as well as the increase in online
ordering, the Postal Service has been working
with Amazon to deliver packages to their stand-
alone parcel lockers, which provide greater
convenience and security for our customers. The
lockers eliminate the need to leave packages
outside customers'’ residences, where they can
be susceptible to the elements and to theft.

Changing and Improving.



The Board of Governors.

United States Postal Service

As the governing body of the Postal Service, the 11-member Board of Governors has responsibilities
comparable to the board of directors of a publicly held corporation. The Board is made up of nine Governors
appointed by the President of the United States with the advice and consent of the Senate. No more than
five Governors can be members of the same political party. The Board currently has five seats vacant.

The other two members of the Board are the Postmaster General and the Deputy Postmaster General. The
Governors appoint the Postmaster General, who serves at their pleasure without a specific term of office.
The Governors, together with the Postmaster General, appoint the Deputy Postmaster General.

Mickey D. Barnett

Chairman of the Board of Governors since December 2012, Vice Chairman of
the Board of Governors, 2011. Member of the Audit and Finance Committee
and the Compensation and Management Resources Committee. Attorney

in Albuguergue, New Mexico. Former member, New Mexico State Senate.
Former member, Appellate Nominating Commission for the New Mexico
Supreme Court and the Court of Appeals Nominating Commission. Former
legislative assistant to Senator Pete Domenici of New Mexico.

James H. Bilbray

Vice Chairman of the Board of Governors since December 2012. Member of
the Compensation and Management Resources Committee. Attorney at the
law firm of Kaempfer Crowell Renshaw Gronauer & Fiorentino in Las Vegas,
Nevada. Former member, U.S. House of Representatives from Nevada. Former
member, Nevada State Senate. Former Deputy District Attorney in Clark
County, Nevada. Member of 2005 Defense Base Closure and Realignment
Commission.
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Louis J. Giuliano

Past Chairman of the Board of Governors, 2010 and 2011. Vice Chairman of
the Board of Governors, 2009. Chairman, Audit and Finance Committee and
Operations Subcommittee, and member, Compensation and Management
Resources Committee. Former Chairman of the Board of Directors, Chief
Executive Officer and President of [TT Corp. Senior Advisor to The Carlyle
Group. Member of the Board of Accudyne Industries. Active member of the
CEO Forum and the Advisory Board for the Princeton University Faith and
Work Initiative and a Founder of Workforce Ministries. Prior Board positions
include Engelhard Corp., ServiceMaster and JMC Steel Group. Non-
executive Chairman of the Board of Vectrus Corporation and Chairman of
Meadowkirk Retreat Center.

Ellen C. Williams

Chairman of the Compensation and Management Resources Committee
and a member of the Audit and Finance Committee. Partner in MML&K,

a govermment relations firm with offices in Frankfort, KY, and VWashington,
DC. Former owner and CEO of Capital Network. Former Vice Chairman

of the Kentucky Public Service Commission from 2004 to 2005. Former
Commissioner of the Governor's Office for Local Development in Kentucky
from 2005 to 2006. Former Chairman of the Republican Party of Kentucky
from 1999 to 2004. Former executive assistant to Senator Bob Kasten.

Patrick R. Donahoe

73rd Postmaster General and Chief Executive Officer since December 2010 and a member of the
Board of Governors since April 2005. Deputy Postmaster General and Chief Operating Officer from
April 2005 until December 2010. Chief Operating Officer and Executive Vice President during the
years 2001 to 2005. Se